Abstract
INTRODUCTION
words are given to shop names . However, there are situations that necessitate the diversity of job and work-place variations. In this diversity, job owners give names to their shops according to their goals, principles and their establishment requirements in order to differentiate both the type of the job and work-places doing the same kind of job. In the same way with the language change, the choices of names change.
Names belong to society as they do to persons. They are one of the units of cultural presence of society (Duman, 2002 and Yurttaş, 2005) . In this context, sociolinguistics, a branch of linguistics, studies this relationship between language and society. (Wray, Allison, Kate Trott, Aileen Bloomer, 2002:88) .
In the following part, examples of sociolinguistic studies have been given some of which are directly related to this study while some are indirectly related. But all of them have same aim: foreign influence on language and the extent of this influence.
Literature Review
According to the observations the foreign elements in Turkish denote a decline. Yüce (2000) states that the percentage of foreign words, especially Western-origin words, in the dictionaries prepared by Turkish Language Institution (TDK) increased from the dictionary published in 1969 to the dictionary published in 1998.
In this increase also the dense relations between other countries learning new languages, the mass media and technological developments are also influential. Via these sources new words are added to dictionaries (Aydoğan, 2001) . While some of these words are necessary to enrich the vocabulary of Turkish, some are unnecessary since there already exists Turkish words that meet the meaning of the word borrowed. On the other hand, some words may be functional in Turkish and could contribute to Turkish as a result of the qualitative transfer rather than quantitative transfer which may be called 'artificial borrowing '. (Osam, 1997) . This wide use of foreign words in social life has given rise to a new trend: giving foreign names to shops, trade marks, streets and products. This list can further be extended. For example, Kansas, Manhattan, Florida, Dallas, Gloria, Royal, Boston are the names of a series of an armchair produced by Turks. Grand Prestige, Florioum, Mare Vista, Ideman Beach Club are the names of Turkish hotels. (Aydoğan, 2001) There are many different reasons of the interest to foreign words. Language learning is always given importance. Another development which harms language is in the field of industry and trade. The producers whose business reaches the world markets have recently started to give foreign names to their products (Aydoğan, 1991) . Similar situation is seen in shop names as well. Özyıldırım (2001) states that the foreign names are given to the shops as a result of the exchange of information and technology, and the interaction between languages and cultures.
Hypothesis
In the light of the findings above, it is seen that generally foreign words are preferred in work-places signs. Then, whether the shop owners select the names at random or according to a definite target during the naming process has been researched. According to this main goal, the answers of the questions below have been given at the end of the research:
1. In the preference of the shop names, is the place of the shop effective? 2. In the preference of the shop names, is the educational background of the shop owner effective?
3. In the preference of the shop owners, is the gender of the shop owner effective? 4. In which level foreign language is influential?
METHOD Subjects
In this study 204 shop signs have been used in total. 86 of these have been picked up in Tunalı Hilmi Street in Çankaya, and 118 of these have been picked up in Vatan Street in Sincan. The questionnaire was given to all shop owners who voluntarily filled the questionnaire. The ones who refused to answered the questions in the questionnaire have been excluded from the research. The shops were also selected in connection with the research goals. Vatan Street in Sincan and Tunalı Hilmi Street in Çankaya were chosen to study. The former was selected owing to its being a representative of the people who have lower income, lower educational background and who constitute more conservative part of Ankara. The latter was selected due to its being a representative of the people who have higher income, higher educational background and who constitute a more modern part of Ankara. These are the streets on which the trade is centered and work-places are densely located. This dense structure of the streets has provided the researcher a broad data collecting opportunity, and consequently this provides a more reliable research.
Procedure
A questionnaire developed by the researcher was handed out to the shop owners in Sincan in the 9 th May 2005 and to the shop owners in Çankaya in the 7 th May 2005. The reliability and the validity analyses of the questionnaire were done. In the reliability study, the questionnaire was handed out to a 50-person group of shop owners in a pilot project by multiplying the questionnaire by the researcher. After this pilot project, the unclear sides of the questions were modified and deficient options were appended to the questionnaire. For the validity analysis, no statistical procedure was done, only expert views were sought. The latest form of the questionnaire given after the pilot project was administered to everyone in the same way by the researcher. The questionnaire aims to measure the variables of sociocultural background of the shop owners.
Instrumentation
The numerical data gathered from the questionnaires have been put order after some statistical procedures. The data have been analyzed in SPSS Programme (Statistic Programme of Social Sciences). Two variables, Sincan and Çankaya, are proportioned to each other according to some criteria related to the research questions. The percentages and frequencies have been used as instruments of data analysis. These percentages and frequencies have been used to compare the two streets and these comparative data have also been tabulated in tables. Differences between two streets from the aspect of shop naming character have been presented as well. The statistical data have been demonstrated by tables in order to show the change.
ANALYSIS and RESULTS
Firstly, some general statistical data have been presented before coming to the answers of the main research questions. 'Çankaya' represents the 'Tunalı Hilmi Street' and 'Sincan' represent 'Vatan Street'. 'F' is used for 'frequency' and '%' is used for 'percentage'. As can be seen from the Table 3 , 145 of the 204 shop names are made of Turkish words which equals to 71,1% within total while the 38 of the 204 names are of foreign origin that equals to 18,6% within total. The percentage of the mixed* names is 4,9% with 10 names among 204 names while meaningless** names proportion is 5,4% with 11 names within total.
Region
*'Mixed' refers to the names which consist of both Turkish origin and foreign origin such as 'Mithat Collection', 'Cities Kuaför' **'Meaningless' refers to the ones which consist of such names as 'papsi', 'duros' and the abbreviations.
3.1
By taking into account the answers to the first question of the questionnaire, the chart below has been prepared as an answer to the first research question, which is 'In the preference of the shop names, is the place of the shop name effective?', The most interesting feature observed on the chart is the difference between the percentages of the Turkish words' usage in signs in two regions. In Çankaya 35 work-places have been named in Turkish which equals to 40,7 % of the total names in this region. In Sincan this percentage is 93,2 % with 110 Turkish names among 118 shop names in this region. Another finding about this figure is that the proportion of the foreign language usage in these streets is different from each other. In Çankaya 35 shops give foreign-origin names to their work-places, the ratio of which is 40,7% within total names in this region, while the proportion of foreign-origin words used in shop names in Sincan is 1,7% with 3 names among 118 in this region. So, it might be concluded that the region/the geographical location of the shop is effective on the preference of the shop names and it determines the origin of the name of the shop whether it is foreign or not.
3.2
In order to answer the second research question 'In the preference of the shop names, is the educational background of the shop owners effective?' the chart below has been prepared from the statistics of the data collected from the fifth question of the questionnaire: In Çankaya, 47 of the shop owners graduated from any university which constitutes 54,7% of the total shop owners. The number of the shop owners who did not graduate from a university is 39 among 86 shop owners which equals to 25,3% within total shop owners in Çankaya. However the case is vice versa in Sincan. The number of the shop owners who graduated from a university is 17 which constitutes 14,4% while the total number of shop owners who graduated from primary school, secondary school and high school is 101, which equals to 85,6% of the total shop owners in Sincan. Although this chart does not directly give answer to the research question, it may be inferred from the statistics that the shop owners in Sincan who have lower educational background have preferred Turkish names for their shops while the shop owners in Çankaya who have higher educational background have preferred foreign origin names for their work-places. That is, parallel to the region of the shop, as one moves from one educational background to another he/she is likely to come across different preferences of names.
3.3
The Table 6 shows the percentage dispersion of the shop owners according to gender. As can be recognized from the chart, 81.4% of shop owners in Sincan is male, the frequency of which is 96 in 118 shop owners, while the percentage of male shop owners is 73.3% with 63 shop owners within total in Çankaya. It might be inferred that this high proportion of male population in two regions shows different characteristics in the naming process. That is, male shop owners who constitute 81,4% of the total population in Sincan gave Turkish names to their shops. On the other hand, in Çankaya, it is difficult to draw the same certain conclusion because the proportions of foreign-origin names and Turkish names are equal, though there is an enormous difference between genders of the shop owners. In the same way, the Table 7 below presents how the kind or characteristics of names change according to gender. It is seen that both genders give surnames to their work-places as names most frequently and randomly given names come in second place in the name preference for shops. As a result gender is not seen so effective as other social factors. 
3.4
As an answer to the fourth question of the research, the researcher found out that the influence is mostly at the lexical level. There are a lot of high-frequency words in Turkish which are taken from European languages, especially from English. People adopted these words and become so familiar that they even do not regard them as foreign; for instance, telekom, vitamin, cafe etc. A lot of foreign-origin words have directly been taken (no change in pronunciation): Green, Line, Punica,Club, Anatolia, Bazaar, and Concept. In some words of the names which have foreign origin, phonological change in the original names has been observed. There is a tendency to adapt foreign items to Turkish phonology.
Lastly, in a few names there is also seen a syntactic influence of English, especially in word order of the adjectival phrases. In English the adjectives which give information about the job or position of people, the word which informs about the job comes first, and then the name of the person comes (Teacher Mrs Brown, Doctor John). However, in Turkish which is called 'unvan sıfatı' comes after the name of the person (Mehmet Öğretmen, Ali Doktor). In such names as 'Eczane Seville', 'Kuaför Mithat', 'Kuaför Burhan' etc., this kind of influence is observed. The shop owners have their shop names fit the structure of English.
DISCUSSION
Upon observing the increasing amount of foreign words in work-place signs, the reasons of this situation were worth researching. The reasons of the case and the extent of the foreign influence in shop signs were researched in the light of research questions related with the variables of the region of the shop, educational background and gender of the shop owner and the level of the foreign influence (syntactic, phonological and lexical). A questionnaire was used in this survey-type research. It was applied 204 shop owners in total in two regions, Sincan and Çankaya; 118 shops in Vatan Street in Sincan and in 86 Tunalı Hilmi Street in Çankaya. For the first research question, the statistics which are showed in detail in data analysis part have demonstrated that the region of the shop determines the origin of the shop name. Since Turkish names are more frequently used in shop signs in Sincan, while foreign origin names together with mixed origin names are more frequently used in Çankaya. In second question was asked to search the effect of educational background on shop naming. As understood from the statistics, this variable is also effective on the naming process when compared to the proportions of the educational background of the shop owners and origin of the names that are more frequently used in shop signs in two regions. For the third research question asked to research the gender effect on the naming process, the statistical results have shown that the gender is not so effective as expected. Fourth research question was related with the level of the foreign influence on shop signs. It has been inferred from the replies given to questionnaires' first question that the influence is mostly on lexical level, since there are direct lexical transfers, 'borrowings', from English and French. Some of these words have been used as words of mother tongue recently, since they are adopted as native words.
The researcher also inferred that the selection of shop names' origin show difference according to the group of the customer which the region serve. Because Çankaya serves a higher educated and higher incomed customer group, and also this region is more densely populated by the foreign residents and mostly visited by upper class customers, while Sincan serves a lower educated and lower educated customer group. So they want to take the interest of the group they want to reach by giving foreign or Turkish origin names to the place of the shop.
In short, it is noted that foreign elements do not infiltrate another language haphazardly. Individual words are taken over easily and frequently. Once one feature has been brought in, it prepares the language for the next so on. Overall, then borrowing or transferring does not suddenly disrupt the basic structure of a language. Foreign elements make use of existing tendencies and commonly accelerate changes which are already underway, to illustrate, the situation of house with ill-fitting windows. If rain beats against the windows, it does not normally break the window or pass through solid panes of glass. It simply infiltrates the cracks which are already there. If the rain causes extensive dry rot, we could perhaps say that in a superficial sense the rain 'caused' the building to change structurally. But a deeper and more revealing analysis would ask how and why the rain was able to get in the window in the first place (Aitchison, 1991) In this study it has been dealt with the reason of the frequently use of foreign origin words in work-place signs which may be a reflection of foreign influence on Turkish. To conclude, the changes in the tendency of the naming process are not done at random, yet some social factors are effective as explained above.
